As SMEs are the drivers of employment and GDP in many cases, SMEs are also critical to the development of any economy and their survival and success are, thus, important. With the high levels of failure of SMEs, it has become imperative that there is a drive to ensure the survival of SMEs. A way in which SMEs, can enhance their potential success rate and business performance is by means of proper target market selection in order for the business to focus their marketing efforts. This will allow the business to timeously identify opportunities and threats in the market and to react to these situations. The business will also have a greater understanding of their target market, and their needs and wants. Understanding the target market will assist the business in developing marketing strategies that are suited for the target market and enhance its chances of success. This study aimed to identify whether SME owners and managers have target market knowledge within a South African SME context. The main results indicate that although SME owners and managers claim they are aware of their specific target markets (90%), they do not have customer knowledge regarding the psychographic and demographic aspects of their target market. By using effective target marketing communication, SMEs can improve on their merchandising planning and product assortment and offerings to better serve their target market(s).
Introduction


Small to medium size enterprises (SMEs) are considered the backbone of any economy, as they drive sustainable growth and are major contributors to employment in any economy (Caan, 2013 , p. 57; Chimucheka, 2013, p. 784). The United Kingdom is estimated to have 7.9 million SMEs which employ 24.3 million people (Caan, 2013) . In the European Union, SMEs contribute to 99% of SMEs (estimated at 25 million SMEs) which provide up to 75 million jobs (European Commission, 2005, p. 5). In developing countries such as Nigeria, more than 90% of enterprises are SMEs which contribute 10% to the country's Gross Domestic Product (GDP) (Ghandi & Amissah, 2014, p. 329) . As can be seen from the above figures, SMEs contribute positively to a country's economic growth, poverty alleviation, social stability and job creation.
The contribution of SMEs in South Africa is no different and increases the prosperity in rural areas and enhances the population's general level of economic participation (Chimucheka, 2013, p. 784 ). Abor and Quartey (2010, p. 218) estimated that 91% of formal business entities in South Africa consist of SMEs. Research also suggests that SMEs contribute between 52% and 57% to the GDP of South Africa and 61% to the creation of jobs within the country (Notcutt & Habberton, 2013) . This is confirmed already in 2008 by Modimogale (2008, p. 7) stating that SMEs contribute greatly towards the growth of the GDP and the reduction of unemployment in the South African economy.
The growth rate of SMEs in South Africa is, however, low and, on average, 50% of SMEs fail to grow (Ladzani & Mbonyane, 2011, p. 550) . Previous research conducted on SMEs in a South African context has found that the major reasons why SMEs fail are due to a lack of marketing activities and skills (Cant, 2012 Van Scheers, 2011, p. 5050) . The lack of marketing skills includes not understanding the market, incorrect market analysis, lack of education and training, lack of competitiveness, lack of marketing of products and services and lack of target marketing and segmentation (Van Scheers, 2011, p. 5050).
With the survival and failure of SMEs being topical in research worldwide due to developmental roles such as job creation and poverty alleviation (Hove & Mashocha, 2014, p. 254 ; Van Scheers, 2011, p. 5056), research of whether SME owners and managers have the necessary knowledge regarding their target market and consumers warrants a detailed investigation.
The remainder of the article consists of a brief background of SMEs and the literature gap in academia, followed by a literature review which will discuss customer knowledge, segmentation and target marketing. The aim of the study is, then, presented, followed by the methodology, results, discussion, conclusion and recommendations.
Background
There are many factors that make SMEs different, including turnover, industry, number of employees, format of the business, financial practices, decision making processes and trading styles (Modimogale, 2008, p. 17; Carvalho, 2007, p. 19 Independent of the firm size, turnover, decision making processes and trading styles, it is necessary for organizations to investigate their macro and micro environmental obstacles. Previous research regarding the obstacles that South African SMEs are faced with identified various macro and micro environmental challenges these businesses need to cope with. The macro environmental obstacles that SMEs are battling with included lack of access to finance, high interest rates, high inflation rates, unemployment, lack of support from government, government legislation and crime (Brink, Cant & Ligthelm, 2003 The micro environmental obstacles, on the other hand, included the incorrect location of businesses, lack of a marketing plan, lack of marketing research, lack of training and skills, misreading customer trends, implementing the incorrect pricing strategies, low demand for their products, lack of target segmentation and lack of target market knowledge by SMEs (Brink, Cant & Ligthelm, 2003 A common problem in SME development is that SME owners and managers usually pay more attention to financial and production issues (Bresciani & Eppler, 2010, p. 365) and, consequently, the importance of marketing, and particularly target marketing, is overlooked.
Limited research exists on whether SME owners and managers have specific target market knowledge, particularly in a South African context. As a result, this article contributes to the body of knowledge regarding target market research in an SME environment by contributing significant results to the field.
Literature review
Customer knowledge.
Organizations have become increasingly aware of the importance and strategic asset of customer knowledge. Customer knowledge refers to the understanding of your customers, their needs, wants and aims. It also refers to a strategic initiative employed by companies to acquire intelligence from their customers, as it relates to their organization (Business Dictionary, 2016). The aim of building up a strong body of customer knowledge is to develop and manage customer relationships currently and long-term and to create value to customers. Customer knowledge should include perspectives on key customers and trend information across the broad customer base which allows individuals to be targeted for communication and research, and growing relationships (Anon, 2016) .
The knowledge from customers enables the organization to aim at the right target market segments. Mohammadhossein, Zakaria, Rafsanjani and Asadi (2013, p. 615) further explain that customer knowledge management and customer segmentation will assist to categorize information of the customer's knowledge to improve the efficiency of customizing information based on diverse categories. As a result, this information allows an organization to provide higher service probability and to improve customer satisfaction.
Segmentation and target marketing.
Segmentation and target marketing is of vital importance to businesses. To achieve maximum customer satisfaction, marketers need to divide the heterogeneous markets into fairly homogeneous subsets of customers which is called market segmentation. It is, then, assumed that each market segment consists of customers with similar characteristics, needs and wants. The bases according to which consumer markets can be segmented include demographic variables, psychographic variables and buying behavior (Cant, 2013, p. 149) .
Demographic variables include the study of people's vital statistics which includes age, race, sexual category, religious conviction, family unit size, yearly income, LSM, and profession (Cant, 2013 , p. 149; Koekemoer, 2014, p. 85). These characteristics are strongly related to customer buying behavior and are predictors of how the target market will respond to a specific marketing mix (Parumasu & RobertsLombard, 2012, p. 53). With the diverse population and cultural groups in South Africa, race is heavily used by organizations as a base for market segmentation (Cant, 2013, p. 157 Buying behavior variables include purchase occurrence, purchase readiness, user status and user rate (Cant, 2013, p. 161) . In other words, it refers to "the way that people behave when they buy things, such as what they buy, where they buy, when they shop and how much they spend" (Cambridge Dictionary Online, 2016).
Grouping customers based on the above mentioned variables facilitates choosing the most suitable target segments and thereby using marketing efforts more efficiently. The process of deciding which segment(s) to pursue is referred to as target marketing (Cant, 2013 , p. 149). Lamb, Hair and McDaniel (2012) defines a target market as the group of consumers in a market that share the same needs and characteristics, for which the business designs and implements a marketing mix with the intention of satisfying their needs and gaining a profit. Therefore, a business will develop a specific marketing mix for their target market in order to meet the needs of this specific group of customers (Cant & Van Heerden, 2013 , p. 98).
The value of target marketing, and by implication customer knowledge, cannot be underestimated, as it holds many advantages for a business. Through focusing on a specific target market, the business can identify opportunities in the market, determine the needs, wants, likes and dislikes of the consumers in the market and develop specific offerings for them (Brookins, 2014) . Target marketing also assists the business in building fruitful relationships with the right customers for the business. Understanding the characteristics of one's target market will assist an organization to develop appropriate marketing strategies and messages for their target market (Lake, 2014 ).
According to Langford and Male (2001) , focusing on a specific market segment may provide a company with experience of the conditions of the market which will improve their response to the needs of the market segment. Koekemoer (2014, p. 85) also emphasizes the vital importance for an organization to define its target market, as money is wasted through inappropriate communication. It is important to note that target marketing is not a once off task, but a continuous process, as the environment and its people change constantly and competitors can capitalize on these changes or gaps in the market if a business does not continue to monitor it (Koekemoer, 2014, p. 85) .
One of the ways in which SMEs can improve their business performance is by identifying a market segment which the business can focus their efforts on (Humphries, 2012) . Cant (2012) reasons that for an SME to be successful, it must focus its efforts on a specific market segment and make use of any relevant tool to differentiate itself from competitors in the market. Chittithaworn, Islam, Keawchana and Yusuf (2011) state that businesses that focus on a specific target group or segment have the potential to become world class businesses.
Aim of the study
Taking the above mentioned discussion into consideration, the question remains whether SME owners and managers aim their marketing efforts on a specific target market. In addressing the primary objective, the study determines the demographics, psychographics and buying knowledge levels of SME owners and managers, as a specific target market is primarily described in terms of its demographics, psychographics and buying characteristics.
Methodology
Data collection was done by means of electronically distributing a self-administered questionnaire consisting of quantitative questions to a sample of SME owners operating in the coastal regions of the Western Cape and KwaZulu-Natal who registered their small businesses at an official state institution for SMEs. The sampling methodology utilized was that of non-probability, convenience sampling, which enabled the researcher to collect data quickly and easily. Sufficient number of questionnaires was distributed to achieve a confidence level of 95% and an error margin of 5% at 50% response distribution. A total of 95 usable responses were received which is an error margin of 9.92%. The online Raosoft sample calculator was used to calculate the sample (Raosoft, 2016) .
The quantitative data were analyzed using SAS. The data were checked, coded, corrected and descriptive statistics (frequency counts) were used to describe the findings. Varimax rotation was conducted to assess the underlying structure and Cronbach's Alpha measure was performed to determine consistency of the measurement.
The respondent group consisted of 58.62% owners (45.45%), managers (18.18%) and owner manager (36.36%). The majority (58.46%) of these businesses have been in operation for less than five years, whereas a small portion (4.46%) is in existence for more than 25 years. The majority (58.62%) of the respondents are female and more than half (56.9%) of the respondents were older than 40 years. Almost two thirds (62.12%) of the respondents have a post school qualification ranging from certificates to post graduate degrees. An overview of the main results is provided in the next section.
Results and discussion
The small business owners were presented with a list containing customer knowledge statements. They were asked to indicate their customer knowledge on a five point scale ranging from strongly disagree to strongly agree. The Table 1 
Construct validity of marketing methods.
To examine construct validity of measures adopted in this study, a factor analysis was performed. Maximum Likelihood extraction with varimax rotation was conducted to assess the underlying structure for the thirty four items. Three factors were requested, based on the scree plot, eigen values and % of variance, as well as the minimum of three items per construct. After rotation, the first factor accounted for 24.62% of the variance, the second factor accounted for 18.83%, the third factor accounted for 12.80%. The table below displays the items and factor loadings for the rotated factors, with loadings less than 0.40 omitted to improve clarity. Note: maximum likelihood extraction was used with varimax rotation and Kaiser normalization, N = 95. Factor 1 = psychographic score; Factor 2 = demographic score; Factor 3 = buying score.
It is clear from Table 2 that most factor loadings were 0.4 or above, showing good convergent validity. The constructs are, therefore, uni-dimensional and factorial distinct, and all items used to operationalize a constructs load onto a single factor. Some cross loadings were experienced, as well as a number of items that didn't load anywhere.
Measures.
Reliability is the consistency of the measurement, or the degree to which an instrument measures the same way each time it is used under the same condition with the same subjects. A Cronbach's Alpha value above 0.8 have a good reliability, a value between 0.6 and 0.8 have an acceptable reliability and a value below 0.6 have an unacceptable reliability. The score for each of the constructs biographic, buying and lifestyle is represented by a single value by calculating the mean of the applicable items relating to the construct. The constructs average on a 5 point scale as follows: buying 3.59 (s = 0.85); demographic 2.9 (s = 0.85) and psychographic 2.89 (s = 0.93) implying that SME owners and managers have a better knowledge of customer buying and buying patterns than customer demographic and psychographic aspects.
Target market.
The respondents were asked whether they have a specific target market. Figure 1 below is indicative of the results obtained for this question. It is clear from the figure that the majority (90%) of the respondents have a specific target market. 
Discussion
An essential component to the success of an SME is its business plan, which includes background information on the firm and its team, as well as goals and objective that will drive the firm into the future and towards success. An important component of the business plan is the description of the firm's target market. A target market is a group of customers that a firm will be targeting directly with its products and/or services. A target market is defined in terms of geographic, demographic and psychographic variables. Geographic variables refer to the territories or location where the firm will operate in; demographic variables refer to personal statistics such as income, gender, education, and family size, which are used to formulate the target customer profile; psychographic variables refer to the lifestyle, interests, opinions and activities of the target market.
The objective of the study is to explore whether SMEs have a target market and their knowledge of their target market. It is clear from the research that the majority (90%) have a specific target market. A factor analysis revealed three constructs: buying, demographic and psychographics. An independent Ttest showed that there is no significant difference for the three constructs between the respondents who indicated that they have a target market and the respondents who don't have a target market. The research revealed that SMEs have limited knowledge of demographic and psychographic aspects regarding their target market and their target consumer group.
In contrast, they have above average knowledge of the buying patterns of their target market. SMEs are in position to plan their merchandising and to certain extent manage their inventory. By knowing the target market and with effective communication, SMEs can improve on their merchandise planning and product assortments and offerings to the target market. An improved inventory turnover will improve SME sustainability and profitability.
Conclusion and recommendations
It is clear from the research that SME owners and managers lack knowledge in target marketing.
Although they indicate that they market to a specific target market, they have below average knowledge of their target market that gives life to the idea that they are aiming for the moon and hope to land among the stars. It is, therefore, recommended that SME owners and managers familiarize themselves and apply marketing principles, as it might increase growth and profitability of the firm.
